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‘Marshall Field’s store 


helps push San Antonio 


. 
” 


: By MICHAEL GARDENSWARTZ 
Staff writer 


Friday, San Antonio will move 
one step closer to becoming a truly 
cosmopolitan city, known as much 
for its shopping as its Mexican food, 
with the opening of the Marshall 
Field's store In the North Star Mall. 

The opening will provide locally 
owned Frost Bros. a new neighbor 
in the elite ranks of high-fashion re- 
tallers. Marshall Field's joins Saks 
Fifth Avenue, which opened In 
North Star Mall last November, and 
Lord & Taylor, which is scheduled 
to open a store in the Rivercenter 
Mall in the fall of 1988, as new en- 
tries on the San Antonio retailing 
scene, 

The new 180,000-square-foot 
Marshall Field's store will be differ- 
ent than any other the company 
currently operates, says Sanford 
Sacks, senior vice president of the 
Texas division of Marshall Ficld & 
Co., based In Dallas. “It will be the 
whipped-ercam on top of the icing” 
sald Sacks, noting the store will 
have specialty departments unlike 
any of Marshall Ficld’s other three 
stores in Texas. The Chicago-based 
company currently operates two 
stores in Houston and one in Dallas. 

Sacks said that San Antonio was 
chosen as the site for Marshall 
Field's fourth store In Texas be- 
cause “our studies showed us that 
San Antonio had a lot of potential 
and could support another depart- 
ment store.” 

Bob Brubaker, the new general 
manager of the Marshall Field's 
store, said that a telephone survey 
was done in November and Decem- 
ber of 1985 of 500 homes in San An- 
tonlo by Marshall Field's parent 
company, Batus Inc., the U.S. divi- 
sion of Britlsh American Tobacco, 
that also owns Saks Fifth Avenue. 
The survey revealed that San Anto- 
nio shoppers wanted a store that 
would differentiate itself! from the 
competition by having speclalty 
stores within the department store, 
a high level of customer service and 
all the ready-wear on one floor. 

As a result, the concept of the 
San Antonio Marshall Field's store 
was formed. Brubsker said the 
store would fall in between a Fo- 
ley’s and a Saks Fifth Avenue In 
terms of customer base. “We will 
go after the upper-moderate to bet- 
ter end of the market.” he said. 


Steve Nelson, vice president of 
regional sales for Foley's, which Is 
also located In North Star Mall, sald 
the opening of Marshall! Field's 
would have little impact on its busi- 
ness. We appeal to a broader cus- 
tomer base than Marshall Field's, 
including the upper, middle and val- 
ue-orlented customer.” 

But, sald Nelson, although the 
two stores won't compete, the 
opening of the Marshall Field’s in 
the North Star Mall will help Fo- 
ley’s, by drawing more customers 
to North Star, which is developing 
the reputation as the “fashion cen- 
ter of South Texas.” 

Brubaker said that he has been 
working hard developing a man- 
agement team in San Antonio that 
would put customer service as its 
first priority. A total of thirty man» 
agers have been hired thus far, half 
from San Antonio and half from 
other Marshall Field’s stores. "We 
were looking for people who had a 
specialty store background, rather 
than just someone who ran a floor,” 
sald Brubaker. The store will have a 
total of 325 employees. 

Founded in Chicago in 1852, 
Marshall Field's has always made 
customer service one of its prime 
concerns. The store was one of the 
first to guarantee customer satis- 
faction. In fact, one of the story's 
early mottos, coined by the owner 
Marshall Field, was “Give the lady 
what she wants.” 

There were a number of other 
firsts. The store was the first store 
to send a buyer to Paris, to open a 
foreign buying office, commission 
made-to-order merchandise abroad 
and offer a personal shopping 
service. 

The new Marshall Field's store, 
which Is comparable Jn size to the 
Joske’s in North Star Mall, will be 
on three levels, highlighted by an 
atrium, On the first level will be 
women's cosmetics, shoes and ac- 
cessories, fcaturing many special- 
ized boutiques. It will also include 
the most comprehensive men's de- 
partment ever designed for a new 
Marshall Ficld’s store including tra- 
ditional men’s clothing and boti- 
ques. 

The second floor will feature all 
women's apparel, from intimate to 
designer. Fashions for young peo- 
ple, home accessories, housewares, 
electronics, Marshall Field’s Gour- 
met food shop and cafe will occupy 


into new shopping era 
Opening adds to up-scale retailers 


the third level. 

First level shops will include: 

Mi Kent & Curwen Shop from Lon- 
don, men's fine boutique with fur- 
nishings, accessories, sportwear 
and clothing. 

E Fieldgear, Marshall Field's spe- 
cial private-label collection of 
men’s weekend wear, 

@ Angela Cummings Boutique, fine 
jewelry creations by an artisan who 
takes her ideas from nature. 

E Judith Lieber shop, featuring her 
handbags, belts and leather 
accessories. 

W Butler Wilson Boutique from 
London, a new line of women's 
fashion jewelry offered in San An- 
tonlo for the first time this fall by 
Marshall Field's. 

W Cosmetics, one of the largest fra- 
grance and beauty treatment de- 
partments In South and Central 
Texas. 

Second level shops will include: 
E The 28 Shop, the most renowned 
shop in Marshall Ficld's original 
State Street Store In Chicago. This 
shop features designer fashions. 

M Field's Afar, women’s separates 
with an exotic flavor. 

E Country Shop, the sophisticated 
country look for women in Field's 
own label. 

W Field Manor, the store's own col- 
lection of women’s traditional bet- 
ter sportswear. 

E Amelia’s, intimate wear in silks, 
satins and lace. A Marshall Field's 
exclusive that’s premicring in San 
Antonio. 

Wi Liz Claiborne, one of the leading 
“Liz” presentations in the country. 
Third level shops will include: 

W The Steuben Room, the Ameri- 
can tradition of elegance in crystal, 

combining, art and function. 

E Down Shop, quality down pil- 
lows and comforters in luxurious 
fabrics. 

B Marshall Field’s Gourmet, foods, 
wine, candy and delectables, many 
under Marshall Field's private la- 
bel, including the world renowned 
Frango mint chocolates. 

B Marshall Field's Gourmet Cafe, 
in-store restaurant offering tasty 
fare in a casual setting. 

B Youth, includes two speciality 
shop first’s in San Antonio, "Hello, 
Kitty” and Espirit, and the best in 
youth from Oshkosh By Gosh to 
Baby Dior — a full range of the fin- 
est dresses for girls — and Polo and 
Gencrra for boys. 


ANCHORS AWAY: Marshall Field's, the 
newest anchor store at North Star Mall, will open 
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0,000-square-foot store will offer a 
variety of departments on three floors. 


WAITING IN THE WINGS 


The new $25 milion Marshall Field’s wing to the 
south of Marshall Field's will also open to the public Fri- 
day. The 8),000-square foot-wing will feature 45 retail 
stores, including a speciality food cluster, The Food 
Count, with 17 restaurants. 

New stores and restaurants in the wing, and their 
products, include: 

@ Alain Manoukian: Women's clothing from Italy and 
France. 

m AT&T Phone Center: Functional, decorative, high- 
tech and cellular telephones bearing the AT & T label. 
Also, small business systems, electronic typewnters 
and various related accessories. 

E Bin & Barrel: Over 500 domestic and imported food 
products, many in self-serve bins. 

m Boomerangs: Trendy gift items, recycied paper prod- 
ucts including specialty and seasonal cards, stuffed ant- 
mals and candy. 

K Bon Appatit: Speciality salads, quiches, soups, 
french bread and sandwiches. 

E Butler: Children’s and women’s shoes ranging from 
sporty to dressy. 

E Camilla Hepper: Herbal cosmetics and body care 
products, all with the Camulla Hepper label, imported 
from Norwich, England. 

m Canterbury of New Zealand: High-quality active 
sportswear and related accessones. 

w Caren Charles: Contemporary fashion for misses, 
E Conter Stage Recording Studios: Facility for re- 
cording your own personalized cassette recording to 
your choice of background music, with the aid of a pro- 
fessional sound engincer. 

E Cherry Blossom: Japanese fast food. 

E Chewy’s: Gourment bakery featunmng cookies, 
brownies and muffins, 

E Dog Stop: Hot dogs, chili and chilil-cheese dogs, corn 
dogs and french fes. 

W Foot Locker: Athictic footwear. 

E Forgot-Mo-Not-Shoppe: Hallmark greeting cards, 
gift tems and collectibles. 

E Florshaim Shoes: Men's and boys’ dress and casual 
shoes, accessones and boutique ttems. 

B Gadzook’s: Trendy clothes and accessories. 

E Goldien Fresh Puffs: Fresh fned sour dough bread 
stuffed with a vanety of meat and fruit fillings. 

E Ireno’s: Designer clothes and shoes for women, fea- 
tunng evening wear and better sponswear. 

m J. Harris: Upper-line contemporary women’s wear. 
E Jillian Leigh: Hiph-fashion clothing, shoes and 


accessories. 
WW Lady Foot Locker: Athictic shoes and apparel for 
women, 

m Lo Fogata: Authentic Mexican cuisine. 

Lane Bryant: Contemporary fashions for the full-fig- 
ured woman, 

La Villa Pizza: Pizzo by the shco, calzone and sau- 
SDRC rols. 

w Lo Chocolatier: Fine chocolates In a variety of 
shapes and forms. 

@ Lerner: Ladies apparel. 

w Linz Jowolors: Items ranging trom diamonds, pearls 
and precious gems to crystal flasks and china figurines, 
a Mainty Men: Gifts and occessones for men, from 
novelties to collectibles, 

W Pasta: Leisure clothing for women, 

W Pappagallo: Classic women's ready-to-wear, shoes 
and accessones. 

Pat Mageo’s: Clothing and accessories for sun and 
sport, featuring lines such as Gotcha, Esprit and Jams. 
ta Rasa Designs: Italan, French and Indian imported 
costume jowalry, accessones, stering silver and jew- 
cleg and beaded evening wear. 

w Schlotzsky's: Sandwiches, salads and soups. 
 Sovilla: European import designer clothing for wom. 
en and men. 

m Side Wok Cafe: traditional Chinese fast food with 
Onental and Polynesian salads and drinks. 

E Silver's Jowelry: A creative selection of fine jewelry. 
E Sophistikid: High-fashion children’s apparel and ac- 
cessory items. 

m Stoak Escape: Cheesesteak, ham and vegetanan 
sandwiches. 

g Sunbay Express: Low-catone and low-cholesterol 
gnnks ond snacks, 

B Tater Sac: Baked potatoes with a choice of 25 top- 
pings, tater shins, salad and dessert. 

B Tazaii: tahan gelato ice cream 

E The Islands: High-quality women’s reson and swim 
wear, featunng exclusive designer labels. 

m Tycoon Flats: Hamburgers, nachos and chalupas. 
u Vegas Interiores Mojicanos: Mexican folk art includ- 
ing. ant.que furniture, handcarved custom-made furmi- 
ture and dinnerware. 

E Victoria's Secret: Men's and women's foungewcar, 
stecpwear and inttmate apparel. 

m Webster's Men's Wear; Men's dress clothing and 
sportswear. 

E Zoomin’: Children’s designer clothing. 


